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C h a p t e  
R E T I D N K I N G  O R G A N I S A T I O N A L  C O M M U N I C A T I O N  I N  
P O L I T I C A L  M A R K E T I N G  
B Y  
R O W L A N D  E . K .  W O R L U ,  P h . D  &  C h i d o z i e  F e l i x  C  
A B S T R A C T  
C o m m u n i c a t i n g  t o  s t a f f  a n d  m e m b e r s  o f  p o l i t i c a l  
p a r t y  i s  n o  s m a l l  t a s k .  T h i s  c h a l l e n g e  i s  f u r t h e r  
c o m p l i c a t e d  i n  p o l i t i c a l  p a r t i e s  t h a t  h a v e  w i d e  
g e o g r a p h i c  s p r e a d ,  w h e r e b y  t h e  n a t i o n a l  
h e a d q u a r t e r  i s  r e s p o n s i b l e  f o r  s e n d i n g  t h e  s a m e  
m e s s a g e s  t o  s t a t e  o r  l o c a l  o f f i c e s  i n  g e o g r a p h i c a l l y  
d i s p e r s e d  l o c a t i o n s .  T h e  b r o a d  o b j e c t i v e  o f  t h i s  s t u d y ,  
t h e r e f o r e ,  i s  t o  i n t e r r o g a t e  t h e  c o n t e m p o r a r y  r o l e  o f  
o r g a n i s a t i o n a l  c o m m u n i c a t i o n  i n  e l e c t o r a l  p o l i t i c s .  
S p e c i f i c a l l y ,  h o w e v e r ,  t h e  s t u d y  s e e k s  t o  e s t a b l i s h  t h e  
r e l a t i o n s h i p  b e t w e e n  m e s s a g e  d e v e l o p m e n t  a n d  
p o l i t i c a l  p a r t y  e f f i c i e n c y .  I n  p u r s u i t  o f  t h i s  o b j e c t i v e ,  
t h e  s u r v e y  m e t h o d  o f  r e s e a r c h  w a s  e m p l o y e d  t o  
c o l l e c t  d a t a  f r o m  2 7 8  s t a f f  a n d  s u p p o r t e r s  o f  t e n  
p o l i t i c a l  p a r t i e s  i n  t h e  s i x  g e o - p o l i t i c a l  z o n e s  o f  
N i g e r i a .  T h e  d a t a  w e r e  a n a l y s e d  w i t h  s o m e  
d e s c r i p t i v e  s t a t i s t i c s ,  s u c h  a s  f r e q u e n c i e s ,  t a b l e s ,  
p e r c e n t a g e s  e t c .  A l s o ,  s o m e  h y p o t h e s e s  w e r e  
f o r m u l a t e d  a n d  t e s t e d  w i t h  r e g r e s s i o n  a n d  P e a r s o n ' s  
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product movement correlation. The findings revealed 
among other things that, effective communication · 
among a political party's hierarchies is a 
desideratumJor success at the polls. Besides, 
organisational communication was found to 
influence and motivate the behavioural performance 
of party staff and supporters. It is therefore, 
recommended that political parties should strengthen 
their internal communication channels in order to 
achieve electoral success. 
KEY WORD: Political Party, Communication, Marketing, 
Organisation, Elections 
INTRODUCTION 
Internal party communication takes its root from business 
communication, and early mass communication studies published in 
the 1930s through the 1950s. Until then, organisational 
communication as a discipline consisted of a few scholars within 
speech departments who had a particular interest in speaking and 
writing in business settings. As competitive pressure increases, the 
need for political parties to be productive arises which largely 
depends on the efforts of the employees and supporters as well as the 
right coordination by party leaders and promoters. Internal party 
communication is said to be one of the main functions of party 
managers. This is so because in any organisation, workers knowingly 
or unknowingly get involved in different conversation on how jobs 
can be jointly executed by a group of employees, how to establish a 
good understanding among themselves towards aligning with 
organisation's goals (Sigband, 1989). 
Internal party communication is said to be the art of being 
able to structure and transmit a message in a way that can easily be 
understood and I or accepted. It is also seen as an attempt by the 
sender to use symbols (words) to create shared meaning (mutual 
understanding) that will result in an effect on both the sender and the 
receiver. Communication can be a simple verbal or non-verbal 
exchange of messages between friends or it can be a formal event that 
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r e q u i r e s  m u c h  p r e p a r a t i o n .  B e c a u s e  i t  i n v o l v e s  e x c h a n g e ,  i t  c a n  
r e q u i r e  s p e a k i n g  a n d  l i s t e n i n g  a n d  s o m e t i m e s  r e q u i r e s  a l l  s o r t s  o f  
l a n g u a g e  p r o c e s s e s :  s p e a k i n g ,  l i s t e n i n g ,  r e a d i n g ,  w r i t i n g ,  v i e w i n g  
a n d  r e p r e s e n t i n g  ( W o r l d ,  2 0 1  0 ) .  I n t e r n a l  p a r t y  c o m m u n i c a t i o n  i s  
n e c e s s a r y  t o  e n h a n c e  w o r k  a n d  p o l i t i c a l  m a r k e t i n g  p r a c t i c e .  
C o m m u n i c a t i o n  o c c u r s  a t  d i f f e r e n t  l e v e l s  i n  a  p o l i t i c a l  p a r t y  w h i c h  i s  
o n e  m a j o r  w e a p o n  t h a t  i f  u s e d  p r o p e r l y  c a n  i n c r e a s e  m e m b e r s '  
p e r f o r m a n c e .  W i t h o u t  o r g a n i s a t i o n a l  c o m m u n i c a t i o n ,  m e m b e r s  a n d  
s t a f f  o f  a  p o l i t i c a l  p a r t y  w i l l  n o t  b e  a b l e  t o  p e r f o r m  e f f e c t i v e l y .  M o s t  
p a r t y  m e m b e r s  i n v o l v e  i n  c o m m u n i c a t i o n  t o  i m p r o v e  t h e i r  
p e r f o r m a n c e  a t  j o b s  a t t a c h e d  t o  t h e m .  M o s t  p o l i t i c a l  p a r t i e s  i n  
m o d e r n  d e m o c r a c i e s  c a n n o t  m a i n t a i n  t h e  c o h e s i o n  r e q u i r e d  f o r  
e l e c t o r a l  s u c c e s s  b e c a u s e  o f  p o o r  i n t e r n a l  c o m m u n i c a t i o n .  T h e  m a j o r  
a i m  o f  t h i s  s t u d y  i s  t o  e s t a b l i s h  t h e  c o n n e c t i o n  b e t w e e n  m e s s a g e  
d e v e l o p m e n t  a n d  p a r t y  e f f i c i e n c y .  T h e  r e l e v a n t  r e s e a r c h  q u e s t i o n  
a r i s i n g  f r o m  t h i s  o b j e c t i v e  i s :  w h a t  a r e  t h e  c o n n e c t i o n s  b e t w e e n  
m e s s a g e  d e v e l o p m e n t  a n d  p a r t y  e f f i c i e n c y ?  T h e  n u l l  h y p o t h e s i s  t h a t  
w i l l  b e  t e s t e d  i n  t h i s  s t u d y  i s  t h a t  t h e r e  i s  n o  s i g n i f i c a n t  r e l a t i o n s h i p  
b e t w e e n  m e s s a g e  d e v e l o p m e n t  a n d  p a r t y  e f f i c i e n c y .  T h e  s o l u t i o n  t o  
t h i s  h y p o t h e s i s  w i l l  e n h a n c e  c o m m u n i c a t i o n  a t  d i f f e r e n t  l e v e l s  o f  t h e  
p a r t y  f o r  b e t t e r  u n d e r s t a n d i n g  o f  p a r t y  s t a f f  a n d  m e m b e r s '  j o b s  w h i c h  
w i l l  l e a d  t o  e f f e c t i v e  o r  i m p r o v e d  e l e c t o r a l  p e r f o r m a n c e .  
C O N C E P T U A L  F R A M E W O R K  
O r g a n i s a t i o n a l  c o m m u n i c a t i o n  i s  a  v a s t ,  f a s t  g r o w i n g  a n d  
m u l t i f a c e t e d  d i s c i p l i n e ,  c o m b i n i n g  a s p e c t s  o f  p s y c h o l o g y ,  s o c i o l o g y ,  
c o m m u n i c a t i o n  s t u d i e s  a n d  m a n a g e m e n t  t h e o r y .  B a k e r  ( 2 0 0 2 ) ,  n o t e s  
t h a t  t h e  t r a d i t i o n a l  l i t e r a t u r e  f o c u s e d  o n  ' h o w  v a r i a t i o n s  i n  
o r g a n i s a t i o n a l  c o m m u n i c a t i o n  w e r e  a f f e c t e d  b y  t h e  v a r i a t i o n s  i n  t h e  
s i z e ,  s t r u c t u r e ,  a n d  t y p e s  o f  o r g a n i s a t i o n  a n d  h o w  d i f f e r e n t  t y p e s  o f  
o r g a n i s a t i o n a l  c u l t u r e s  g a v e  r i s e  t o  d i f f e r e n t  t y p e s  o f  o r g a n i s a t i o n a l  
c o m m u n i c a t i o n ' .  N a t u r a l l y ,  m u c h  o f  t h e  m o r e  r e c e n t  l i t e r a t u r e  
f o c u s e s  o n  t h e  i m p a c t  o f  c o m p u t e r - m e d i a t e d  c o m m u n i c a t i o n  o n  
o r g a n i s a t i o n a l  p r a c t i c e s ,  s t r u c t u r e s  a n d  c u l t u r e s .  R e s e a r c h  i n t o  
i n t e r n a l  c o m m u n i c a t i o n  i n  a c a d e m i c  l i b r a r y  c o n t e x t s  i s  s u r p r i s i n g l y  
l i m i t e d  w i t h  t h e  m a j o r i t y  o f  s t u d i e s ,  j o u r n a l  a r t i c l e s  a n d  m o n o g r a p h s  
d a t i n g  b a c k  t o  t h e  1 9 8 0 s .  
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Essentially, communication in politics is unique, and politics is about 
power and the struggle for power. From another dimensien, politics is 
about policy. Extending this view, Bruce Miller (2004), states that 
'policy' is a matter of either the desire for change or the desire to 
protect something against change. However, Nzimiro (1992) argues 
that politics in modern society is expressed through political parties 
which are created to achieve the goals of society. Thus, political 
parties are organised around specific ideas often called 'ideologies'. 
Political parties have now become the platform for rearing leaders 
who contest for power through the electoral system. This is where 
marketing comes in. In order to be in power, the politician has to be 
marketed. 
Political marketing is the usc of marketing mix, opinion 
research, and environmental analysis to promote political parties 
(Wring, 1999). But Lock and Harris ( 1996) posit that political 
marketing is nothing but the positioning process of parties and 
candidates; or the communication process between the voters and 
political entities. In the same vein, Harris and Ward (2000), argue that 
political marketing is the use of persuasive techniques in campaigns 
to promote both politicians and their policies. However, the 
assumption that effective internal communication is essential to the 
effective functioning of any political party is supported by a 
voluminous body of theoretical and empirical literature. Hall (2002) 
proposes that effective communication should consist of 'accurate 
information with the appropriate emotional undertones to all 
members who need the communication content. It is broadly 
recognised that effective communication also results in a number of 
positive outcomes for party managers. These include increased 
productivity and greater commitment to party goals (Clampitt and 
Downs, 1999; Pincus, 1986). On the other hand, communication 
practices that succeed in maintaining an informed and empowered 
party membership offer many benefits to party m6mbers and 
supporters such as improved morals and better relationships{Brooks, 
Callicoat and Siegerdt, 1979). 
A typical communication process within a political party can 
flow from positions ·of higher authority to those of lower authority, 
and -may include information about party policies, ideologies, 
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f f  
"  
p r a c t i c e s ,  s t r a t e g i e s ,  g o a l s ,  a n d  p e r f o r m a n c e  f e e d b a c k .  T h i s  i s  
t e c h n i c a l l y  c a l l e d  ' f o c u s e d  c o m m u n i c a t i o n ' .  A d r i a n  ( 2 0 0 4  ) ,  n o t e s  
t h a t  a  discr:~pancy e x i s t s  b e t w e e n  p a r t y  m a n a g e m e n t ' s  p e r c e p t i o n  o f  
m e m b e r s '  n e e d  a n d  t h e  n e e d  i t s e l f .  C o n v e r s e l y ,  u p w a r d  
c o m m u n i c a t i o n  r e f e r s  t o  i n f o r m a t i o n  f l o w s  f r o m  p a r t y  m e m b e r s h i p  
t o  p a r t y  m a n a g e r s  a n d  l e a d e r s h i p .  T h i s  m a y  i n c l u d e  s u g g e s t i o n s  f o r  
p a r t y  s u c c e s s ,  e l e c t o r a t e  c o n c e r n s ,  a n d  i n f o r m a t i o n  a b o u t  o p e r a t i o n a l  
i s s u e s .  H a l l  ( 2 0 0 2 )  a r g u e s  t h a t ,  ' p e o p l e  a r e  u n l i k e l y  t o  p a s s  
i n f o r m a t i o n  u p  i f  i t  w i l l  b e  h a r m f u l  t o  t h e m s e l v e s  o r  t h e i r  p e e r s  w h i c h  
m a y  r e s u l t  i n  a s  D o w n s  a n d  A d r i a n  ( 2 0 0 4 )  s u g g e s t ,  a  f i l t e r i n g  o u t  o f  
" u p w a r d  c o m m u n i c a t i o n  o u t  o f  a  n e e d  f o r  s e l f  p r e s e r v a t i o n  r e l a t e d  t o  
t h e i r  m o b i l i t y  a s p i r a t i o n s  a n d  t h e i r  d e s i r e  t o  g a i n  t h e i r  m a n a g e r ' s  
t r u s t " .  H o w e v e r ,  i t  i s  w i d e l y  a c k n o w l e d g e d  t h a t  u p w a r d  f e e d b a c k ,  
v e r t i c a l  ( u p w a r d )  c o m m u n i c a t i o n  a n d  o p e n  d o o r  p o l i c i e s  d e s e r v e  
s i g n i f i c a n t  o r g a n i s a t i o n a l  b e n e f i t s ,  s u c h  a s  e n h a n c e d  p a r t i c i p a t i o n ,  
b e t t e r  d e c i s i o n  m a k i n g ,  a n d  a n  e n h a n c e m e n t  o f  o r g a n i s a t i o n a l  
l e a r n i n g  ( T o u r i s h  a n d  H a r g i e ,  2 0 0 4 ) .  I t  i s  i m p o r t a n t  t o  n o t e  t h a t  
v e r t i c a l  c o m m u n i c a t i o n  c a n  e i t h e r  t a k e  a  d o w n w a r d  c o u r s e  o r  a n  
u p w a r d  c o u r s e  ( W o r l u ,  2 0 1  0 ) .  
H o r i z o n t a l  o r  l a t e r a l  c o m m u n i c a t i o n  r e f e r s  t o  t h e  s h a r i n g  o f  
i n f o r m a t i o n  a m o n g  p e e r s  a n d  i s  u s u a l l y  t h e  m o s t  f r e q u e n t  f o r m  o f  
c o m m u n i c a t i o n  b e t w e e n  c o l l e a g u e s .  D o w n s  a n d  A d r i a n  ( 2 0 0 4 )  
a s s e r t  t h a t  h o r i z o n t a l  c o m m u n i c a t i o n  i s  u s u a l l y  i n f o r m a l  i n  n a t u r e ,  i s  
t a s k  o r i e n t e d  o r  t a k e s  p l a c e  f o r  s o c i a l  r e a s o n s ,  o f t e n  s t i m u l a t i n g  
o r g a n i s a t i o n a l  c o m m i t m e n t .  S t e v e n s  ( 1 9 8 3 )  a r g u e s  t h a t "  t h e  m o s t  
e f f e c t i v e  m e a n s  o f  s o l v i n g  p r o b l e m s  w i t h i n  a  p a r t y  i s  t h a t  w h i c h  
p r o v i d e s  f o r  a  h i g h  d e g r e e  o f  l a t e r a l  communic~tion a m o n g  a n d  
b e t w e e n  f i r s t  l i n e  o f f i c i a l s  a n d  t h e i r  m e m b e r s ,  a s  t h e y  d e a l  j o i n t l y  
w i t h  m a n y  p r o b l e m s  o f  c o o r d i n a t i n g  e l e c t i o n e e r i n g  c a m p a i g n s " .  
T!!EOPF.T!CALFP~~MEWORK 
M E S S A G E  D E V E L O P M E N T  T H E O R Y  
K n o w i n g  t h e  t a r g e t  a u d i e n c e  a n d  t h e  d e s i r e d  r e s p o n s e ,  t h e  
c o m m u n i c a t o r  c a n  p r o c e e d  t o  f o r m u l a t e  a n  a p p r o p r i a t e  m e s s a g e .  T h e  
c o m m u n i c a t o r  h a s  t o  s o l v e  t h r e e  p r o b l e m s  a c c o r d i n g  t o  K o l l e r  
( 2 0 0 2 ) .  T h e s e  a r e  w h a t  t o  s a y  ( m e s s a g e  c o n t e n t ) ;  h o w  t o  s a y  i t  
l o g i c a l l y  ( m e s s a g e  s t r u c t u r e ) ,  a n d  h o w  t o  s a y  i t  s y m b o l i c a l l y  
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(message format). 
In message content, the communicator has to figure out what 
to say to the target audience that will produce the desired ,response. 
This has been variously called the appeal, theme, idea, or unique · 
selling proposition (Kotler, 2002; Achumba, 2006; Worlu, 2009). It 
amounts to formulating some kind of benefit, motivation, 
identification or reason why the audience should think or do 
something. 
Traditionally, there are three appeals intended to be generated 
by the message content. These are rational, emotional, and moral 
appeals. Rational appeals are appeals directed to the rational self-
interest of the audience. They attempt to show that the political 
product will yield the expected functional benefits. Examples would 
be messages demonstrating that a medical doctor running for an 
electiol). would give priority to health issues if elected. Emotional 
appeals are appeals designed to stir up some negative or positive 
emotion that will motivate interest in the political product. 
Communicators have worked with such negative emotional appeals 
as fear, guilt, and shame, especially in connection with getting people 
to start doing things they should (e.g. exercising their franchise and 
other civic responsibility) or stop doing things they should not (e.g. 
political thuggery and other vices). The use of fear appeals has been 
studied more than any other negative emotional appeal, not only in 
marketing communications but also in politics (Worlu, 201 0; Kolter 
2003). Negative emotional appeal tends to be effective when it 
increases because of the urge to reduce the tensions involved. 
What about the effective of positive emotional appeals, such 
as love, humour, pride and joy? Some political marketers have 
successfully used messages communicating hope (e. g. some 
political campaign ads) associated with voting for a candidate 
(Samuel, 2004: Harrop. 1990: Worlu. 2009). Moral appeals are 
appeals to the receiver's sense of what is right and proper to do. They 
are often used in messages exhorting people to support high 
consensus social causes such as a cleaner environment, better race 
relations, and equal rights for women, and aiding the disadvantaged. 
An example is the march of Davis appeal: "God made you whole, 







I n  m e s s a g e  s t r u c t u r e ,  t h e  p e r s u a s i v e  e f f e c t  o f  a  
c o n i m u n i c a t i o n  · i s  a f f e c t e d ,  n o t  o n l y  b y  i t s  c o n t e n t  b u t - a l s o  b y  t h e  
m a n n e r  i n  w h i c h  i t  i s  s t r u c t u r e d .  R e s e a r c h  c a r r i e d  o u t  m a n y  y e a r s  a g o  
b y  H o v l a n d  a n d  h i s  a s s o c i a t e s  a t  Y a l e  s h e d  m u c h  l i g h t  o n  t h e  m a j o r  
i s s u e s  i n  m e s s a g e  s t r u c t u r e .  T h e s e  a r e  c o n c l u s i o n s  d r a w i n g ,  o n e -
v e r s u s  t w o  s i d e d  a r g u m e n t s ,  a n d  o r d e r  o f  p r e s e n t a t i o n .  C o n c l u s i o n  
d r a w i n g  r a i s e s  t h e  q u e s t i o n  o f  w h e t h e r  t h e  c o m m u n i c a t o r  s h o u l d  
d r a w  t h e  d e f i n i t e  c o n c l u s i o n  f o r  t h e  a u d i e n c e  o r  l e a v e  i t  t o  t h e m .  O n e  
o r  t w o  s i d e d  a r g u m e n t s  r a i s e  t h e  q u e s t i o n  o f  w h e t h e r  t h e  
c o m m u n i c a t o r  s h o u l d  o n l y  p r a i s e  t h e  p r o d u c t  o r  a l s o  m e n t i o n  o r  
a n t i c i p a t e  s o m e  o f  i t s  s h o r t c o m i n g s .  I n t u i t i v e l y ,  i t  w i l l  a p p e a r  t h a t  t h e  
b e s t  e f f e c t  i s  g a i n e d  b y  a  o n e - s i d e d  p r e s e n t a t i o n :  t h i s  i s  t h e  
p r e d o m i n a n t  a p p r o a c h  i n  p o l i t i c a l  c o n t e s t ,  a n d  s a l e s  p r e s e n t a t i o n s .  
Y e t  t h e  c o n s u m e r  i s  n o t  s o  c l e a r - c u t .  I t  d e p e n d s  o n  s u c h  t h i n g s  a s  t h e  
i n i t i a l  p o s i t i o n  o f t h e  a u d i e n c e ,  t h e  a u d i e n c e s '  l e v e l  o f  e d u c a t i o n ,  a n d  
t h e  a u d i e n c e s '  e x p o s u r e  t o  s u b s e q u e n t  c o m m u n i c a t i o n .  
T w o - s i d e d  m e s s a g e s  t e n d  t o  m o v e  e f f e c t i v e  w i t h  a u d i e n c e s  
w h o  a r e  l i k e l y  t o  b e  e x p o s e d  t o  c o u n t e r  p r o p a g a n d a .  B y  m e n t i o n i n g  a  
m i n o r  s h o r t c o m i n g  i n  t h e  p r o d u c t ,  a  s a l e s p e r s o n  t a k e s  t h e  e d g e  o f f  
t h i s  m e n t i o n  w h e n  i t  c o m e s  f r o m  a  c o m p e t i t o r  ( W o r l u ,  2 0 0 8 ;  W r i n g ,  
1 9 9 0  &  J a h a n s o n ,  2 0 0 5 ) .  O r d e r  o f  p r e s e n t a t i o n  r a i s e s  t h e  q u e s t i o n  o f  
w h e t h e r  a  c o m m u n i c a t o r  s h o u l d  p r e s e n t  h i s  o r  h e r  s t r o n g e s t  
a r g u m e n t s  f i r s t  o r  l a s t .  I n  t h e  c a s e  o f  a  o n e - s i d e d  m e s s a g e ,  p r e s e n t i n g  
t h e  s t r o n g e s t  a r g u m e n t  f i r s t  h a s  t h e  a d v a n t a g e  o f  e s t a b l i s h i n g  
a t t e n t i o n  a n d  i n t e r e s t .  T h i s  m a y  b e  e s p e c i a l l y  i m p o r t a n t  i n  
n e w s p a p e r s  a n d  o t h e r  m e d i a  w h e r e  t h e  a u d i e n c e  d o e s  n o t  a t t e n d  t o  a l l  
o f  t h e  m e s s a g e s .  H o w e v e r ,  i t  m e a n s  a n  a n t i - c l i m a t i c  p r e s e n t a t i o n .  I f  
t h e  a u d i e n c e  i s  c a p t i v e  a s  i n  s a l e s  p r e s e n t a t i o n ,  c o n f e r e n c e  o r  
p o l i t i c a l  c a m p a i g n ,  t h e n  a  c l i m a t i c  p r e s e n t a t i o n  m a y  b e  m o r e  
e f f e c t i v e .  
I n  t h e  a r e a  o f  m e s s a g e  f o r m a t .  t h e  c o m m u n i c a t o r  c h o o s e s  t h e  
m o s t  e f f e c t i v e  s y m b o l s  t o  i m p l e m e n t  t h e  m e s s a g e  c o n t e n t  a n d  
~ 
s t r u c t u r e  s t r a t e g y .  I f  t h e  m e s s a g e  i s  t o  b e  c a r r i e d  i n  a  p r i n t  
a d v e r t i s e m e n t ,  t h e  c o m m u n i c a t o r  h a s  t o  d e v e l o p  t h e  f o r m a t  e l e m e n t s  
o f  h e a d l i n e ,  c o p y ,  i l l u s t r a t i o n ,  a n d  c o l o u r .  A  g o o d  m e s s a g e  s t r a t e g y  
c a n  b e  r u i n e d  b y  a  p o o r  m e s s a g e  f o r m a t  ( K o t l e r ,  2 0 0 2 ) . l f t h e  m e s s a g e  
i s  t o  b e  c a r r i e d  o v e r  r a d i o ,  t h e  c o m m u n i c a t o r  h a s  t o  c h o o s e  w o r d s ,  
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voice qualities (speech rate, rhythm, pitch,. articulation) and 
vocalisations (pauses, sighs, yawns). The sound of an announcer 
promoting used automobile has to be different from the sound of an 
announcer advertising a soft, comfortable bed mattress. If the 
message is to be carried over television or in person, then all ofthese 
elements, plus the body language (non-verbal clues) have to be 
planned. Thus, politicians have to pay as much attention to their facial 
expressions, gestures, dress postures and hair style as to what they are 
saymg. 
INFORMATION THEORY: COMMUNICATION AS A 
MECHANISTIC SYSTEM 
White and Chapman ( 1996) introduced into this communication 
system both human (the person's horizon of experience, 
thoughts/feelings, the acts of encoding/decoding) and interpersonal 
feedback elements. Since that time, an array of human filters that are 
influenced by the person's horizon of experience (such as motive, 
effect, attention, knowledge, attitudes, values, and beliefs) have been 
specified. Although the social context affects these human filters, the 
larger social context is not directly addressed in these approaches. 
The contextual approach to communication focuses not just on 
content (e.g. the accurate exchange of information or adequacy of 
conveying the intended meaning) but on the larger context of 
communication. It focuses on non-verbal cues as well as verbal 
content. It also looks at the relationship context between the sender 
and receiver within a larger social or organisational or cultural 
context. It sees words as symbols interpretation in context. Mead 
(1984) and Blummer (1992) stressed communication as symbolic 
interaction that created meaning and one's sense of both self and 
society. 
Discourse analysis is an extension and elaboration of the 
contextual perspective. Rather than looking at particular 
interp~rsonal exchange or sequences of exchanges. Discourse 
analysis looks at an overall body of communication (including 
formal and informal, oral and written communication of all kinds). 
The goal of the analysis is to relate discourse patterns to patterns of 
social relations. It seeks to explicate how the creation and 
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m a i n t e n a n c e  o f  s o c i a l  r e l a t i o n s  m a t e r i a l i s e  i n  t a l k  ( M a n n i n g ,  1 9 9 1 ;  
P e a r c e ,  1 9 9 4 ,  1 9 9 5 ;  a n d  C r o n e n ,  1 9 9 1 ,  1 9 9 5 ) .  T h r o u g h  d i s c o u r s e  
a b o u t  i t s e l f ,  t h e  o r g a n i s a t i o n  e n a c t s  ( s h a p e s ,  d e f i n e s  a n d  m a r k s  t h e  
b o u n d a r i e s  o f )  i t s e l f .  D i s c o u r s e  g i v e s  r i s e  t o  o b j e c t i v e l y  k n o w n  
c o l l e c t i v e  r e p r e s e n t a t i o n s  t h a t  h a v e  i n t e r - s u b j e c t i v e  v a l i d i t y .  I n  t h i s  
s e n s e ,  d i s c o u r s e  i s  b o t h  i n t e r p e r s o n a l  a n d  c o l l e c t i v e ,  b o t h  i n t e r -
s u b j e c t i v e  a n d  c o n t e x t u a l .  
P O L I T I C A L  M A R K E T I N G  T H E O R Y  
P o l i t i c a l  m a r k e t i n g  r e p r e s e n t s  a  m a r r i a g e  b e t w e e n  p o l i t i c a l  s c i e n c e  
a n d  m a r k e t i n g .  I t  d r a w s  f r o m  t h e  t e c h n i q u e s  o f  p o l i t i c a l  s c i e n c e  a n d  
m a r k e t i n g  i n  t h e  i m p l e m e n t a t i o n  o f  p a r t y  a g e n d a .  T h i s  c r o s s -
d i s c i p l i n a r y  m a t c h  d e r i v e s  m o r e  f r o m  m a r k e t i n g  w h . i c h  o f f e r s  s e v e r a l  
o r i e n t a t i o n s  t o  e x p l a i n  b u s i n e s s  b e h a v i o u r .  T h e s e  a r e  p r o d u c t ,  s a l e S  
a n d  m a r k e t i n g - o r i e n t a t i o n s .  A s  w i l l  b e  s h o w n  l a t e r ,  t h e s e  t h r e e  
o r i e n t a t i o n s  c a n  b e  a p p l i e d  t o  p a r t y  b e h a v i o u r .  
M a r k e t i n g  a l s < ; >  u s e s  a  p r o c e s s  t o  d e p i c t  a c t i v i t i e s ,  s u c h  a s  
m a r k e t i n g  i n t e l l i g e n c e  w h i c h  b u s i n e s s e s  e n g a g e  i n .  T h e s e  a r e  
p r e s e n t e d  a s  ' m a r k e t i n g  m i x '  o r  ' 4 p s ' :  p r o d u c t ,  p r i c i n g ,  p r o m o t i o n ,  
a n d  p l a c e .  T h i s  c a n  b e  f o r m e d  i n t o  c h r o n o l o g i c a l  p r o c e s s  c o n s i s t i n g  
o f  v a r i o u s  s t a g e s  a  p a r t y  w i l l  g o  t h r o u g h  w i t h i n  o n e  e l e c t o r a l  c y c l e .  
T o  d o  s o ,  t h e  4 P s  n e e d  t o  b e  s i g n i f i c a n t l y  a l t e r e d  t o  c r e a t e  m o r e  
a p p r o p r i a t e  a c t i v i t i e s .  I n  o t h e r  w o r d s ,  t h e  4 P s  n e e d  c o n s i d e r a b l e  
s t r e t c h i n g  t o  m a k e  m u c h  s e n s e  i n  p o l i t i c s  ( S c a m m e l ,  1 9 9 9 ) .  C e r t a i n  
s t a g e s  o v e r l a p  w i t h  p o l i t i c a l  s t u d i e s .  T h e  u s e  o f  p o l l s  b y  p a r t i e s ,  f o r  
e x a m p l e ,  e x e m p l i f i e d  b y  t h e  s t a g e  o f  m a r k e t  i n t e l l i g e n c e ,  h a s  
b e c o m e  a  n o t a b l e  a r e a  o f  s t u d y  f o r  p o l i t i c a l  s c i e n c e .  T h e  m a r k e t i n g  
p r o c e s s  d o e s  n o t  l e a v e  i t  i n  i s o l a t i o n ,  h o w e v e r ,  b u t  c o n n e c t s  i t  t o  t h e  
c o m m u n i c a t i o n  a n d  d e s i g n  o f  b e h a v i o u r .  F r o m  m a r k e t i n g  t h e r e f o r e ,  
w e  r e c e i v e  t h r e e  n e w  o r i e n t a t i o n s ,  a n d  a  m a r k e t i n g  p r o c e s s  w h i c h  i f  
a d a p t e d  t o  s u i t  p o l i t i c s ,  p r o d u c e  a  t h e o r e t i c a l  f r a m e w o r k  t o  d e v e l o p  
o u r  u n d e r s t a n d i n g  o f  p o l i t i c a l  b e h a v i o u r .  
A D A P T I N G  T H E  M A R K E T I N G  O R I E N T A T I O N S  T O  
P O L I T I C S  
P o l i t i c a l  p a r t i e s  c a n  u s e  p o l i t i c a l  m a r k e t i n g  t o  i n c r e a s e  t h e i r  c h a n c e s  
o f  a c h i e v i n g  t h e i r  g o a l  o f  w i n n i n g  g e n e r a l  e l e c t i o n s .  T h e y  a l t e r  
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aspects of their behaviour, including policy, membership, leadership 
and organisational structure, to suit the nature and demands of their 
market. They can do this by being product, sales or market oriented. 
A product-oriented party argues for what it stands for and believes in 
it. It assumes that voters will realise that its ideals are the right ones 
and therefore vote for it. This type of party refuses to change its ideals 
or product even if it fails to gain electoral or membership support. 
A sale-oriented party focuses on selling its argument to voters. It 
retains its pre-determine product design, but recognises that desired 
supporters may not automatically want it. Using market intelligence 
to understand voters' response to its behaviour, the party employs the 
latest advertising and communication techniques to persuade voters 
that it is right. A sales-oriented party does not change its behaviour to 
suit what people want, but tries to make people want what it offers. 
A market-oriented party designs its behaviour to provide 
voter satisfaction. It uses market intelligence to identify voter 
demands, then designs its products to suit them. It does not attempt to 
change what people think, but to deliver what they need and want. A 
market-oriented party will not simply offer voters what they want, or 
simply follow opinion polls, because it needs to ensure that it can 
deliver the product on offer. If it fails to deliver, voters will become 
dissatisfied and the party will risk losing electoral support in the long 
term. It also needs to ensure that it will be accepted within the party 
and so needs to adjust its product carefully to take account of this. A 
market-oriented party therefore designs a product that will actually 
satisfy voters' demands: that meets their needs and wants, is 
supported and implemented by the internal organisation, and is 
deliverable in government. 
To achieve these orientations, political parties engage in 
various activities, going through a market process. This is presented 
in figure 1. Further detail on each activity in the process is to be found 
in case 1. 
This representation of the market process differs significantly 
from marketing itself and also from previous studies of political 
marketing which do not always change marketing as extensively. 
One example is the pricing notion within the traditional marketing 
4Ps. Wring includes this in studying campaigns, building on 
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N  i  f t i : r n c g g e r .  B u t  a l t h o u g h  i t  h a s  s o m e  u t i l i t y  f o r  c a m p a i g n s  ( t h e  c o s t  
o f  a d v e r t i s i n g  f o r  e x a m p l e )  i t  h a s  l e s s  f o r  p a r t y  b e h a v i o u r  a s  a  w h o l e .  
T h i s  h a s  t h e r e f o r e  b e e n  a l t e r e d  c o n s i d e r a b l y  t o  ' p r o d u c t  a d j u s t m e n t ' .  
P l a c e  i s  a l s o  d i s c a r d e d  b e c a u s e  a k h o u g h  i t  i s  a p p r o p r i a t e  f o r  t h e  s t u d y  
o f  c a m p a i g n s  o r g a n i s a t i o n ,  i t  m a k e s  l e s s  s e n s e  f o r  p a r t y  b e h a v i o u r  a s  
a  w h o l e .  
C e r t a i n  a s p e c t s  o f  m a r k e t i n g  l a n g u a g e  a r e  n e v e r t h e l e s s  
r e t a i n e d .  P a r t y  b e h a v i o u r  i s  c a l l e d  ' p r o d u c t '  t o  e n c o u r a g e  p a r t i e s  ( a n d  
s c h o l a r s )  t o  t h i n k  a b o u t  p a r t y  b e h a v i o u r  a s  a  ' p r o d u c t  t o  b e  g i v e n  t o  
v o t e r s ' .  T h i s  i s  a l s o  t r u e  w i t h  p r o d u c t  a d j u s t m e n t  f o r  a  m a r k e t -
o r i e n t e d  p a r t y .  S t a g e s  2  a n d  3  c o u l d  b e  c o m b i n e d ,  b u t  t h e r e  i s  u t i l i t y  i n  
k e e p i n g  t h e m  s e p a r a t e  a n d  i n  o r d e r  t o - f i n d  o u t  v o t e r s  d e m a n d s  f i r s t ,  
b e f o r e  t h i n k i n g  a b o u t  i n t e r n a l  p a r t y  c o n c e r n s .  S w a p  t h e m  a r o u n d  a n d  
y o u  r e d u c e  t h e  t e n d e n c y  o f  a  p a r t y  t o  l o o k  m o r e  f u l l y  a t  t h e  e l e c t o r a t e  
r a t h e r  t h a n  i n t e r n a l  m e m b e r s .  N o n e t h e l e s s  m e m b e r s ,  a t  l e a s t  i n  t h e  
B r i t i s h  c o n t e x t ,  c o u l d  b e  c o n s i d e r e d ,  a l o n g s i d e  t h e  o t h e r  c o m p o n e n t s  
o f  s t a g e  3 .  O t h e r  a s p e c t s  o f  t h e  p r o c e s s  a r e  d e s i g n e d  t o  i n t e g r a t e  
s i m i l a r  a n d  / o r  e q u a l l y  v a l u a b l e  u n d e r s t a n d i n g  f r o m  b o t h  m a r k e t i n g  
a n d  p o l i t i c a l  s c i e n c e ,  s u c h  a s  t h e  i m p l e m e n t a t i o n  s t a g e .  T h e  s t a n d a r d  
m a r k e t i n g  p r o c e s s  d o e s  n o t  i n c l u d e  t h i s  a s  a n  a c t u a l  s t a g e ,  b u t  w i t h i n  
m a r k e t i n g  l i t e r a t u r e  t h e r e  i s  m u c h  d i s c u s s i o n  o f  h o w  i m p o r t a n t  i t  i s  
t h a t  t h o s e  w o r k i n g  w i t h i n  a  b u s i n e s s  o r g a n i s a t i o n  a c c e p t  t h e  i d e a  o f  
t h e  d e s i r e d  o r i e n t a t i o n  i t  i s  t o  s u c c e e d .  T h i s  i s  o f  p a r t i c u l a r  r e l e v a n c e ,  
i f  n o t  s o m e w h a t  p r o b l e m a t i c ,  f o r  a  p o l i t i c a l  o r g a n i s a t i o n  s u c h  a s  a  
p a r t y .  M a r k e t i n g  l i t e r a t u r e  a l s o  o f f e r s  u s e f u l  g u i d e l i n e s  f o r  
i n t r o d u c i n g  a  m a r k e t - o r i e n t a t i o n .  
P r o d u c t  O r i e n t e d  P a r t y  S a l e s  O r i e n t e d  
M a r k e t  O r i e n t e d  P a r t y  
















































Sources: Lees-Marshment (2001) Political Studies Vol. 49,692-713 
Figure 1.0: The Marketing Process for Product, Sales and Market-
Oriented Parties 
RESEARCH METHOD 
The results reported here are based on a study of Nigerian political 
parties actively engaged in organisational communication. Ten of 
these parties were purposively selected to serve as a representative 
sample of fifty two (52) parties on the record oflndependent National 
Electoral Commission (INEC, 2011 ). Nine participating chairmen of 
parties were selected from each of the ten parties from the six geo-
political zones of Nigeria. In other words, 540 respondents were 
targeted. This selection process was designed to reflect uniquely 
sequenced input, identification and evaluation of organisational 
communication. 
DEVELOPMENTOFMEASURES 
To measure the relationships between message development and 
political party efficiency in Nigeria, a seven-item measure adapted 
from previous studies (Klein and Roth, 1990; Clark and Pugh, 2001, 
Worlu, 201 0) was used to capture the perception of respondents on 
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c o n t e m p o r a r y  r o l e  o f  o r g a n i s a t i o n a l  c o m m u n i c a t i o n  i n  e l e c t o r a l  
p o l i t i c s .  T h e  m e a s u r e s  u s e d  t o  i n v e s t i g a t e  t h e  r e l a t i o n s h i p  b e t w e e n  
m e s s a g e  d e v e l o p m e n t  a n d  p o l i t i c a l  p a r t y  e f f i c i e n c y  i n  N i g e r i a  w e r e  
c h o s e n  o n  t h e  b a s i s  o f  t h e  l i t e r a t u r e  s u r v e y e d .  
I N S T R U M E N T A T I O N  
I n  v i e w  o f  t h e  a b o v e ,  5 4 0  c o p i e s  o f  t h e  q u e s t i o n n a i r e  w e r e  d i s t r i b u t e d  
t o  t h e  1 0  p a r t i c i p a t i n g  p a r t i e s  c o n f i r m e d  b y  I N E C  t o  h a v e  f u n c t i o n a l  
o f f i c e s  i n  t h e  s i x  g e o p o l i t i c a l  z o n e s  o f N i g e r i a .  T h e y  w e r e  t o  c o n f i r m  
f r o m  t h e i r  e x p e r i e n c e  t h e  r o l e  w h i c h  o r g a n i s a t i o n a l  c o m m u n i c a t i o n  
p l a y s  i n  e l e c t o r a l  p o l i t i c s .  T h e y  w e r e  a l s o  t o  d e t e r m i n e  t h e  
r e l a t i o n s h i p s  b e t w e e n  m e s s a g e  d e v e l o p m e n t  a n d  p o l i t i c a l  p a r t y  
e f f i c i e n c y ;  a n d  i f  s u c h  r e l a t i o n s h i p  i s  c a p a b l e  o f  s i g n i f i c a n t l y  
i m p r o v i n g  t h e  l e v e l  o f  e l e c t o r a l  s u c c e s s .  
A  t o t a l  o f  3 1 7  c o p i e s  o f  q u e s t i o n n a i r e  w e r e  r e t u r n e d .  O u t  o f  
1  t h i s  n u m b e r ,  2 7 8  w e r e  c o m p l e t e  a n d  u s a b l e ,  r e s u l t i n g  i n  a  r e s p o n s e  
r a t e  o f  5 1 . 5 % .  T h i s  r e s u l t  c o n s t i t u t e s  a  f a i r l y  h i g h  r e s p o n s e  r a t e ,  
c o n s i d e r i n g  t h a t  t h e  a v e r a g e  t o p  m a n a g e m e n t  s u r v e y  r e s p o n s e  r a t e s  
a r e  i n  t h e  r a n g e  o f  1 5 %  a n d  2 0 %  ( M e n o n ,  B h a r a d w a y  a n d  H o w e l l ,  
1 9 9 6 ) ,  a n d  t h a t  c o l l e c t i n g  d a t a  f o r  s u c h  a  c o u n t r y - w i d e  s t u d y  w i t h  a  
l a r g e  p o p u l a t i o n  i s  d i f f i c u l t  d u e  t o  t h e  n u m e r o u s  o b s t a c l e s  
e n c o u n t e r e d  ( D o u g l a s  a n d  C r a i g ,  1 9 8 3 ) .  
V A L I D I T Y  A N D  R E L I A B I L I T Y  M E A S U R E S  
T h e  p o s s i b i l i t y  o f  t h r e a t  t o  v a l i d i t y  i n  t h i s  s t u d y  w a s  r e d u c e d  b y  
p r e s e n t i n g  a  d e s c r i p t i o n  o f  t h e  o r g a n i s a t i o n a l  c o m m u n i c a t i o n  m o d e l .  
T h e  p r o p o s e d  m o d e l  i l l u s t r a t e d  e x t e r n a l  a n d  i n t e r n a l  v a l i d i t y  a n d  
a s s u m p t i o n s  g u i d i n g  o v e r a l l  r e s e a r c h  r e l i a b i l i t y  a n d  p o t e n t i a l  f o r  
g e n e r a l i z a t i o n .  T r o c h i m  ( 2 0 0  I )  r e f e r s  t o  t h i s  a s  ' w a n t i n g  t h e  m e a s u r e  
t o  r e f l e c t  t h e  c o n s t r u c t ,  t h e  w h o l e  c o n s t r u c t ,  a n d  n o t h i n g  b u t  t h e  
c o n s t r u c t ' .  
T h i s  s t u d y  a s s u m e d  t h a t  t h e r e  i s  a n  e x p l a n a t o r y  r e l a t i o n s h i p  
b e t w e e n  o r g a n i s a t i o n a l  c o m m u n i c a t i o n  a n d  e l e c t o r a l  e f f i c i e n c y  o f  
p o l i t i c a l  p a r t i e s .  B y  t h i s  a s s u m p t i o n ,  t h e  c o n c l u s i o n  o f  t h i s  s t u d y  c a n  
i n  s p e c i f i c  i n s t a n c e  o f  h i g h  p r o x i m a l  s i m i l a r i t y  b e  u s e d  f o r  e x t e n d i n g  
t h e o r y  b a s e d  a n a l y t i c  i m p l e m e n t a t i o n  o f  p o l i t i c a l  m a r k e t i n g  
c o m m u n i c a t i o n  p r o g r a m m e s .  
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RESULTS 
The returned copies of questionnaire constitute a high response rate 
and provide confidence that the non-response is not an is~me (Weiss 
and Heide, 1993 ). Responses can be aggregated as' follows: 
TABLE 1: POSITIVE ROLE OF ORGANIZATIONAL 
COMMUNICATION IN ELECTORAL POLITICS 
SIN RESPONSES FREQUENCY PERCENTAGE 
I YES 278 100 
2 NO - -
TOTAL 278 100% 
Source: survey data, 20 11 
Table 1 above shows that all the respondents were of the opinion that 
organisational communication plays a positive role in electoral 
politics. Respondents were further asked to specify how 
organisational communication contributes to electoral efficiency. In 
response, the following results emerged: 
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T A B L E  2 :  C O N T R I B U T I O N S  O F  O R G A N I Z A T I O N A L  
C O M M U N I C A T I O N  T O  E L E C T O R A L  S U C C E S S  
Y E S  N O  
T O T A  
L  
S l  R E S  P O N S  F R E  
%  
F R E  
%  
F R E Q  
o / o  
.  
N  E S  
Q  Q  
1  I n c r e a s e s  2 6 8  9 6 .  1 0  
3 . 3  
2 7 8  
~0 !  
e l e c t o r a l  
7  




I m p r o v e s  
2 6 6  9 6 .  1 2  
4 . 0  
2 7 8  1 0  
'  
p a r t y  
0  0  
!  
m e m b e r s •  
p r o d u c t i v i t  
y  
3  R e v e a l s  t h e  2 7 6  
9 9 .  
2  
0 . 7  2 7 8  1 0  
i n t e r e s t &  
3  0  
i  
s k i l l s  o f  
p a r t y  
m e m b e r s  
4  
H e l p s  t o  
2 6 4  9 5 .  1 4  4 . 6  
2 7 8  1 0  
a c h i e v e  4  
0  
c o o r d i n a t e d  
!  
r e s u l t  
5  R e v e a l s  2 4 6  8 9 .  3 2  1 0 .  2 7 8  1 0  
f e e l i n g s  &  
4  6  0  
e m o t i o n s  o f  
p a r t y  
m e m b e r s  
6  
E n h a n c e s  2 5 6  9 2 .  2 2  
7 . 3  
2 7 8  1 0  
s h a r e d  v i s i o n  7  0  
a m o n g  p a r t y  
h i e r a r c h i e s  
a n d  m e m b e r s  
S O U R C E :  S U R V E Y  D A T A ,  2 0 1 1  
F r o m  t a b l e  2  a b o v e ,  o v e r  9 0 %  o f  t h e  r e s p o n d e n t s  a g r e e d  t h a t  
o r g a n i s a t i o n a l  c o m m u n i c a t i o n  e n h a n c e s  e l e c t o r a l  p e r f o r m a n c e ,  . .  
i m p r o v e s  p a r t y  m e m b e r s '  p r o d u c t i v i t y ,  r e v e a l s  t h e  i n t e r e s t  a n d  s k i l l s  
o f  p a r t y  m e m b e r s ,  h e l p s  t o  a c h i e v e  c o o r d i n a t e d  r e s u l t s  a s  w e l l  a s  
e n h a n c i n g  s h a r e d  v i s i o n  a m o n g  p a r t y  h i e r a r c h i e s  a n d  m e m b e r s h i p .  
H o w e v e r ,  8 9 . 4 %  m a i n t a i n e d  t h a t  i t  r e v e a l s  f e e l i n g  a n d  e m o t i o n s  o f  .  
p a r t y  m e m b e r s .  T h e  n e x t  c o n c e r n  w a s  t o  i n t e r r o g a t e  t h e  r e l a t i o n s h i p  
b e t w e e n  m e s s a g e  d e v e l o p m e n t  a n d  p a r t y  e f f i c i e n c y .  T a b l e  3  b e l o w  
s h o w s  t h e  r e s u l t .  
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TABLE 3: RELATIONSHIP BETWEEN MESSAGE 
DEVELOPMENT AND PARTY EFFICIENCY 
YES NO TOTA 
L 
S/ ITEM FRE % FRE % FREQ % 
N Q Q 
1 Message 266 96 12 4. 278 10 




2 Message 268 96. 10 3. 278 10 




3 Members 264 95. 14 4. 278 10 




4 Correct 270 97. 8 2. 278 10 




Table 3 above shows that over 90% ofthe respondents confirmed the 
relationship between message development and party efficiency by 
indicating that message provides direction to party members, helps to 
share party goals, improves members' output, boosts members' 
electioneering performance. elicits voters' mandate, etc 
However, the above revelations are not sufficient to conclude that 
organisational communication plays positive role in electoral 
success. Thus, the study raised and tested the following hypotheses: 
1. HO: organisational communication does not contribute to 
electoral success. 
2. HO: there is no significant relationship between message 
development and political party efficiency. 
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A N A L Y S I S  O F  R E S E A R C H  H Y P O T H E S E S  
5  G o o d  
2 7 6  
9 9 .  2  
0 .  2 7 8  
1 0  




r m p r o v e s  
e l i c i t s  
v o t e r ' s  
m a n d a t e  
6  M e s s a g e  i m p r o v e s  
2 7 0  9 7 . 4  8  
2 . 6  
2 7 8  1 0 0  
o f f i c i a l ' s  a n d  
s u p p o r t e r ' s  o u t p u t  
7  P a r t y  o f f i c e r i n g  i s  2 5 6  9 2 . 7  2 2  7 . 3  
2 7 8  1 0 0  
g e n e r a l l y  e n h a n c e d  
w i t h  g o o d  m e s s a g e  
T a b l e  4 :  R e s u l t  o f  T e s t e d  H y p o t h e s i s  1  w i t h  P e a r s o n ' s  
C o r r e l a t i o n  C o - e f f i c i e n t  
O r g a n i z a t i o n a l  E l e c t o r a l  
I  
c o m m u n i c a t i o n  S u c c e s s  
!  
O r g a n i z a t i o n a l  
C o m m u n i c a t i o n  1  0 . 9 5 2  
S i g .  ( 2  t a i l e d )  
0 . 0 0 2  
N  
2 7 8  2 1 8  
E l e c t o r a l  
s u c c e s s i o n  
0 . 9 5 2  
P e a r s o n  
c o r r e l a t i o n  
0 . 0 0 2  
1  
S i g .  ( 2  t a i l e d )  
N  
2 7 8  2 7 8  
T a b l e  5 :  A n  o v a  R e s u l t  f o r  H y p o t h e s i s  1 1  
- - - -
H y p o t h e s i s  
C a l c u l a t e d  T a b u l a t e d  P -
D e c i s i o n  
2  
F  F  
v a l u e  
H o  
3 . 6 2 1  2 . 7 2 5  0 . 0 1 7  




T h e  l e v e l  o f  s i g n i f i c a n t  i s  a t  0 . 0 5 .  
~-~- - - - - - - - -
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. INTERPRETATION OF RESULTS 
Hypotheses 1: Organisational communication does not contribute to 
electoral success. 
Based on the result in the above table 4; correlation co-efficient 
between the variables is 0.952, P-value of r is 0.002. Since r is 
positive and p-value < 0.05 significance level. Hence, we REJECT 
the stated hypothesis 1 and it can be inferred that the converse is true, 
i.e. there is a significant relationship between organisational 
communication and electoral success. This implies that 
organisational communication contributes to electoral success. 
Hypotheses 2 (HO): there is no significant relationship between 
message development and political party efficiency. 
Based on the result of the above table, calculated f-value is greater 
than tabulated f-value (F 0.05, 3.76) at 0.05 significance level, i.e. 
3.6217 2.725. Therefore, REJECT the stated hypotheses 2 and 
conclude that there is a significant relationship between message 
development and political party efficiency. 
CONCLUSION 
Organisational communication plays an important role in the overall 
success of a political party at the polls because political entities that 
communicate to their hierarchies and membership will end up 
creating a cohesive and formidable front that culminates into success 
at the polls. This study has also revealed that there is a significant 
relationship between message development and political party 
efficiency. 
RECOMMENDATION 
Based on the fmdings of this study, the following recommendations 
have become necessary. 
First, it is imoortant that oolitical nart1es eno-~we their members and 
.... ... .... (".;;1 0 
supporters in communications in order to enhance their efficiency 
and smooth flow of operations. 
Second, political parties should ensure that there is constant, 
coherent and consistent flow of information from top hierarchies to 
other levels as a way of communicating their ideologies to the 
electorate. This will also influence and motivate the behavioural 
~--...!~=- ~\; 
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p n  t ' i .  1 1 1 1 1 < 1 1  1 1 . . - L ·  o  1  l l l l ' l l l  h l - r . . ,  
T l m d .  1 1  , . . ,  r m p n r t a n t  t h a t  t h e r e  e x i s t  a  p r o p e r  c h a n n e l  o f  
c o m m u n i c a t i o n  t l l c n a b k  o f t i c i a l s  a n d  p a r t y  m e m b e r s  r e c e i v e  t i m e l y  
i n f o r m a t i o n  r e g a r d i n g  p a r t y  g o a l s  a n d  t a s k  d i r e c t i o n s  w h i c h  t h e y  
r e q u i r e  t o  i m p r o v e  o u t p u t .  C o m m u n i c a t i o n  c h a n n e l s  a l s o  p r o v i d e  a n  
o p p o r t u n i t y  t o  d i s c u s s  p r o g r e s s  o f  w o r k  a n d  a p p r a i s e  t h e  s u p p o r t  o f  
t h e  e l e c t o r a t e .  
F o u r t h ,  p a r t y  o f f i c i a l s  s h o u l d  e n s u r e  t h a t  m e s s a g e s  a n d  i d e a s  
c o m m u n i c a t e d  t o  m e m b e r s  a n d  s u p p o r t e r s  a r e  c o r r e c t l y  w o r d e d  t o  
g i v e  t h e  r e c i p i e n t s  a  c l e a r  u n d e r s t a n d i n g  o f  t h e  c o n t e n t s ,  a n d  
c o n s e q u e n t l y  b o o s t  t h e i r  p e r f o r m a n c e .  .  
F i f t h ,  i n  o r d e r  t o  a p p r o p r i a t e  t h e  b e n e f i t s  o f  c o m m u n i c a t i o n ,  p a r t i e s  
m u s t  e n g a g e  i n  o r g a n i s a t i o n ,  i n n o v a t i v e  u s e  o f  n e w  t e c h n o l o g i e s ,  
s k i l f u l  v o l u n t e e r  a n d  r e s o u r c e  m a n a g e m e n t  a n d  a c c u r a t e  r e a d i n g  o f  
t h e  p o l i t i c a l  t e r r a i n .  
S i x t h ,  p o l i t i c a l  p a r t i e s  s h o u l d  k n o w  t h a t  c o m m u n i c a t i o n  f o r  t h e m  
m e a n s  p r o v i d i n g  c o n t e n t ,  p o l i t i c a l  i m a g e s  a n d  c u e s  a s  w e l l  a s  a i d i n g  
t h e  i n t e r p r e t a t i o n  a n d  ' s e n s e - m a k i n g '  o f  a  c o m p l e x  p o l i t i c a l  w o r l d .  
F u r t h e r m o r e ,  p o l i t i c a l  p a r t i e s '  c o m m u n i c a t i o n  f u n c t i o n  d o e s  n o t  o n l y  
i n v o l v e  a  s i m p l i f i c a t i o n  o f  a  p o l i t i c a l  m e s s a g e ,  b u t  a l s o  i n c l u d e s  t h e  
' n e w  m a n a g e m e n t '  f u n c t i o n .  T h i s  a s p e c t  o f  c o m m u n i c a t i o n  i s  
t a r g e t e d  a t  s e c o n d a r y  e x c h a n g e  p a r t i e s ,  i . e .  i n t e r m e d i a r i e s  o f  w h i c h  
t h e  m e d i a  a r e  o f  f o r e m o s t  i m p o r t a n c e .  W r i n g  ( 2 0 0 2 )  c a l l s  t h i s  ' f r e e '  
c o m m u n i c a t i o n  a c t i v i t i e s  w h i c h  a r e  c o n c e r n e d  w i t h  m a n a g i n g  
p u b l i c i t y  t h a t  t h a t  i s  n o t  d i r e c t l y  c o n t r o l l e d  b y  t h e  p o l i t i c a l  
o r g a n i s a t i o n  ( W o r l u ,  2 0 1  0 ) .  
I n  o r d e r  w o r d s ,  i n f o r m a t i o n  i n t e r p r e t a t i o n  a n d  a g e n d a - s e t t i n g  a s p e c t s  
a r e  c r u c i a l  r e q u i r e m e n t s  o f  m a n a g i n g  ' t h e  n e w s ' .  N e w s  m a n a g e m e n t  
i n c l u d e s  u t i l i s i n g  d i s t r i b u t i o n  c h a n n e l s  w i t h  i n h e r e n t l y  h i g h  
c r e d i b i l i t y  l e v e l s .  H o w e v e r ,  t h e  c o m m u n i c a t i o n  i t s e l f  c a n n o t  b e  
' m a n a g e d '  i n  t h e  s e r r s e  o f  c o n t r o ! ! i r t g  i t  b u t  c a n  c n ! y  b e  i D : f 1 u c i i c c d .  
T h e  e x c h a n g e  p a r t n e r s  o f  t h e  n e w s - m a n a g e m e n t  f u n c t i o n s  a r e  m o s t l y  
j o u r n a l i s t s  a n d  o t h e r  o p i n i o n  l e a d e r s  ( W o r l u ,  2 0 0 5 ) .  
R e f e r e n c e s  
B a i n e s ,  P a u l  R .  B a r b a r a  R .  L e w i s ,  D a v i d  A .  Y o r k e  ( 2 0 0 3 ) ,  
" C o o r d i n a t i n g  P o l i t i c a l  C a m p a i g n s :  A  M a r k e t i n g  P l a n n i n g  
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